This kind of tourist travels in company of his family, partner and friends ( Fig. 2 ) for a period between 3 and 7 days, staying in 1 to 3 stars hotels. Another type of accommodation chosen by them is secondary residences, relatives and friends' houses, and different options on rural tourism (Fig. 3 ).
Family and friends relationships are special transversal issues in these experiences mainly based on human communication, where the quiet atmosphere of the environment is a crucial factor. From the supply point of view, a close companion likes family and friends, besides a small and familiar accommodation consolidate tourism.
These visitors organize their own tour package based on direct information collected from their friends and internet. The higher training level more self confidence and autonomy gives to organize travels (Fig. 4) . Internet has meant a revolution in travel & tourism as well as other social and economical conventions. An attractive and well positioned webpage and Social Media Market networks can make a remote region visible and accessible worldwide Sanagustin et al, 2011) .
www.intechopen.com The expenses range is between 30 and 60 Euros per day, excluding accommodation, whereas local food consumption, typical souvenirs and nightlife are the major portion of them. Diary expenses depict a medium class that wants to go out but contending expenses, this is the actual situation in Spain (Exceltur, 2010) . Following this fig. 5 shows that the expenses in pubs and bars are the main ones for young people (21) (22) (23) (24) (25) (26) (27) (28) (29) (30) . This prevalence, changes in the next range, where lunch and dinner gain importance. The wide gastronomy offered in Aragon, as a result of several regional promotion plans, drives most of expenses towards restaurants and bars which are composing one of the most typical leisure activities in Spain. Finally, active tourists express a "very satisfactory" experience, near "excellent" which suggests their intention to return; this confirms empirical results obtained in other inside and rural tourism in Europe (Monge and Brandimarte, 2011; Govers et al, 2008) . Nowadays tourism is based on the satisfaction of the experiences, emotional impacts and the search of new sensations. Besides this, accessibility, marketing and tourists' perception and expectative gives the basic lines to draw it as a tourist destination (Anton and González, 2008) .
Descriptive analysis and diagnosis of the current state of tourism in Aragon (Spain)

a. Economic situation
Economic data reveal the importance that the tourism sector has been gaining over recent years in Spain. Nowadays it is 10% of GNP. Tourism is an important source of financial incomes that is reinforcing the economy in Spain. Aragon is not an exception to this point. Nowadays, governments in different countries, at any level (local, regional) are investing large amounts of money to obtain maximum benefit from tourism. Taking into account the latest contributions from the multi-disciplinary field of socio-economics, tourism has turned into a requisite necessary for efficient administration and to reach total sustainable development.
It is essential to be conscious of the financial crisis we are traversing and the potential economic source that tourism represents in the sector to become a real force for development in Aragon. In order to achieve these goals, there must be an analysis and diagnosis of tourism in the region, from an internal and an external point of view, identifying the successful and unsuccessful actions in its promotion and management, and thus obtaining the highest rate of efficiency in both fields: promotion and management of tourism in Aragon.
As mentioned before, a remarkable investment of budget and human resources is being made in Aragon by both public and private organizations. However, the results have not been as expected, or at least, not as promising as could have been expected: In 2007, Aragon stood at the top of the ten bottom regions in Spain as far as the number of journeys and guest-nights made as a final destination, but far away from the first six regions, according to the National Institute of Statistics (INE-NIS). Additionally, it is important to describe the perception of tourism existing in Aragon, as it is essential to identify the manner that the Aragonese population feel their land and resources. They should feel the pride of being "aragonian" to offer "Aragon" as a brand and tourism product and destination
At present, the tourist sector is of prime importance for economy. In 2007, the economy in Aragon was strong, with a growth rate of 4.2% GDP at the end of the year, seven decimal points (0.7) above the national rate, and five decimal points (0.5) higher than the previous year. All sectors displayed a stronger dynamism than the national average and accelerated the growth over 2006. More specifically, the service sector increased production by a remarkable 4.6%, as stated in the report of the Economic Outlook for Aragon published by the Aragonese Economy Foundation (FUNDEAR) in March 2008. This report also pointed out that demand was boosted by strong dynamics in investment, both in capital equipment and construction, which grew 12.8% and 7.7% respectively. The Economic Report on Aragon for 2006 also states that the service sector generates about 60% of the GVA for the region. This is a key sector in the economy, not only for its current position, but for its remarkable and continuous progress in the role that has been playing during the last few decades. In addition, in terms of employment, the report confirms that the tertiary sector was the only one to generate new jobs in the region, increasing the rate in employment 6.6%, which was more than twice its rate in 2005, and beat the national average (1.5 points). Thus, employment figures reached 357,800 and the sector accounted for an increase to 62% of the total amount of jobs. The tertiary sector created 22,000 jobs, and more than compensated for falls in the other sectors, especially industry. If Aragon is divided into provinces to this point, Teruel is once again at the forefront. The number of jobs in the province of Teruel grew by 9.8%, followed by Huesca (7.3%) and finally, Zaragoza (6.1%), the province holding 77% of the service sector jobs in Aragon. At present, Aragon has an economic structure where industry has a relatively higher position than the rest of the country. However, industry going elsewhere and the economy moving towards the tertiary sector are causing a void in the economy of Aragon, which must be filled by the service sector (Gómez and Horna, 2006) . The increasing importance of tourism will compensate the shortfalls in the Aragonese economy, partially, at least. This factor for development is highly localised in very specific districts and may be a key activity, especially in structuring and developing the region. The importance of tourism as a source of wealth for the development of some districts in Aragon cannot be doubted, as proved by the study of Gómez and Horna, (2006) . The authors point out that the districts with most tourism achieved a higher GVA growth between 1999 and 2001. In 2001, the districts attracting tourism increased their GVA (12%), while those with less tourism grew 5.2%. There is a clear difference in the structure of the sector, with the tourist districts being geared towards the tertiary sector with less industry and agriculture. The total number of stable accommodation establishments in Aragon goes up to 1004.
Rural tourism: Aragon has 977 establishments, most being in Huesca: 585, Teruel has 257 and Zaragoza has 157, the lowest rural tourism.
Ski resorts: Huesca has 6 downhill ski stations and 10 for cross-country skiing. Teruel has 2 and 1, respectively, and Zaragoza, none.
A similar pattern is found with companies specialised in activity/adventure tourism. There are 70 in Huesca, 19 in Zaragoza and 8 in Teruel, which brings the total up to 97 in Aragon.
Marina and sailing clubs: As for marina and sailing clubs, Huesca has 4: Barasona, La Sotonera, Búbal and Ligüerre de Cinca, while Zaragoza and Teruel have none, unless the Zaragoza Sailing club is counted, which is on a stretch of the River Ebro and has been relaunched recently for the Expo-Zaragoza 2008. The fishing and sailing marina on the Sea of Aragon, more specifically the Caspe Lake Campsite at Caspe, also called the Mequinenza reservoir, must be included, as it has held international fishing competitions for years, specialised in black bass, and also has an adventure water sports section.
Golf: The climate and landscape of the region in Aragon are not very inviting as far as golf courses are related, but there are some of them. Zaragoza has four: two in the area of Zaragoza, one in Calatayud and another in Pinseque. Huesca has 3, in Benasque, Aragüés and Jaca; and Teruel has two: one in Alcalá de la Selva and one in Allepuz.
Spas: Zaragoza has the first position for the number of spas. There are six in Alhama de Aragón, three in Jaraba and one in Paracuellos del Jiloca. Huesca has three: Panticosa, Valle del Turbón and Benasque; and Teruel has one in Manzanera.
Casinos: Gaming establishments or casinos are mainly based in Huesca. This province can offer more establishments than the other two provinces together. Huesca has two, one in the capital city and another in the Balneario de Panticosa, while Teruel and Zaragoza have none.
One special mention would deserve the huge project for gambling in Europe, known as Gran Scala and located in Ontiñena, which seems to have got off the ground in February 2009 when the company purchased the farmland required for building this international leisure complex. The effect Gran Scala cannot be evaluated, as it has not yet been built-up.
The figures given in the data for 2004 and 2008 have been overtaken with the appearance of hotels built in the heart of the venue Expo Zaragoza 2008 (an International Exhibition), with the aim of continuity, especially in the Zaragoza region, which, except for the capital city of Zaragoza, is the province less visited as far as tourism is related. Within the tourism sector, and obviously due to its higher population, Zaragoza has the biggest number of travel agencies: 174 spread all across the province, although most of these are in the city of Zaragoza; Huesca has 35 and Teruel, 12.
However, it would seem logical to foresee that, once that the boom of Expo-Zaragoza is over, attracting people to visit and stay in Aragon in the hotels would mean providing reasons and contents for the stay. In this sense, the three provinces of Aragon have their points of interest in several areas, totally different and with their own style, as described below.
b.2. Hospederías de Aragón -historic hotels
This network was partly created following the tourism model for the National Paradors (Paradores de España) of Spain, or Pousadas in Portugal. Both are unique buildings in wonderful landscapes, well-known for their history or scenic views (or both) that have been restored to create a quality tourism asset in Aragon, with an Aragonese identity that preserves a large part of the traditions and culture of Aragon. Unlike the National Paradors, these hotels are run privately, and therefore, are very different, depending on the hotel and the person/company in charge of it and the corresponding management style. Some of them have radically changed their management and results over their short lifespan.
This historic hotels network consists of a series of hotels in buildings of architectural interest, mainly in the countryside, which have been renovated to provide quality accommodation and services to areas with a high potential for tourism where the existing infrastructure for tourism is scarce or non-existing-At the same time, they are ensuring that the buildings will be used and cared in the future, which means that jobs will be created and maintained.
Given that the very nature of these Hospederías de Aragón (historic hotels) network makes them clearly outstanding from other hotels, the rest of the hotels throughout Aragon should be described, at least from the statistical point of view.
At present, there are eight Hospederías in: Loarre (3*) Roda de Isábena (2*), and Monasterio de San Juan de la Peña (4*), in the province of Huesca; Mesón de La Dolores, in Calatayud (3*), Sádaba (3*), Monasterio de Rueda, in Sástago (4*) and Castillo-Palacio del Papa Luna, in Illueca (3*) in the province of Zaragoza; and La Iglesuela del Cid (4*), in the province of Teruel. These Hospederías have a total capacity of 500 guests. The tourist offices are distributed according to numbers as follows: Zaragoza 34, Teruel 26 and Huesca 40. It may be a pertinent question to know if the distribution of tourist information offices in Aragon increases the interest in tourism, or if it is because they are located in areas that tourists are interested in, anyway. This is a causal-effect question which cannot be answered without doubts. On countless occasions, the relationship between cause and effect is difficult to clarify, though their existence can be more than justified by the number of visitors received in some cases, and their justification is not so easy, in others.
At present, Huesca has fifty museums and information centres spread throughout the province, which is very significant and highly attractive for a quality information service to visiting tourists.
b.4. Itineraries through Aragon
Itineraries have been set up in the three provinces under similar, if not identical, criteria, which sometimes base the routes on a criterion or theme, though more generally, the geographic areas mainly correspond to districts in Aragon.
Themed itineraries in Zaragoza based on Mudejar and Romanesque heritage along jewish and moorish castles, ceramic, and health and wellness centres and Goya, the best wellknown Aragones.
As mentioned before, Huesca is possibly the most tourist province with most visitors and the best known. It is substiantially and always different from Zaragoza and Teruel. It is even different in the way it presents its itineraries. The Huesca Provincial Council, unlike Zaragoza and Teruel, has a very special and different model for tourism. In fact, tourism has become one of the most important activities in the province of Huesca. The Huesca "La Magia" (The Magic) campaign promoted tourism, inside and outside the province, as the "Magic of Huesca". The Provincial Council of Huesca has run the campaign to boost the image of a province that can boast wonderful natural resources all along the countryside area.
Over the last few years, tourism has become an important source of wealth for the province of Huesca, paying a large contribution to create new jobs.
The culture and traditions of Huesca, the landscape, skiing, rural tourism and adventure sports are just a few examples of the assets held there. These ones become a major way of introducing the province to tourists.
This campaign, financed by the Provincial Council of Huesca and the European Union, focuses on three basic issues:
1. To care for the land preserving the landscape, customs, culture, art and people. 2. To be a suggesting invitation to know Huesca, especially in the low season, as the accommodation does not require massive promotion campaigns, but specific action on determined dates. 3. To work towards some particular and defined objective public, with special offers and affordable prices.
At the same, it works to coordinate policies and strategies for tourism for local organisations in the province of Huesca in order to provide tourist amenities common to all of them.
The campaign's web page also spreads the magic to be found in places all over the area. The Provincial Council of Huesca works with town councils, districts and exhibition centres in the province by giving subsidies/budgets to reduce the costs of holding fairs, exhibitions and different functions.
Many of the tourist and heritage resources in Huesca need new initiatives to expand this campaign. In 2001, the creation and implementation of tourist routes became one of the solutions to turn these places into attractions.
This Plan of Tourist Infrastructures gathers proposals from municipalities in Huesca province dealing with the establishment and implementation of innovative elements and design together with traditional materials for sign-posting projects to enrich itineraries and tourist attractions with high quality infrastructures, resulting in a model of featured and educational games, as well as tourism elements.
In this way, it is an attempt to increase the tourist potential of some areas that may find in this sector the solution to problems of depopulation and an aging population.
In short, the province is very diverse, and so are its tourist amenities. The fact is that part of the Pyrenees has the longer stay of their visitors, and is specialised in skiing, health cares, games and adventure, and has developed a network of nature reserves that confers a very special kind of reality of the province, that posseses a very special magic, which only can partly be explained due to the rock formations, from the Maladeta massif and Balaitus to the conglomerates of the Mallos de Riglos or the Sierra de Guara.
The National Park of Ordesa and Monte Perdido. These mountains whose summits reach 3,355 metres, are not only a geographical summit, but are also the top of the ranking of tourists in Aragon.
Romanesque architecture. Aragonese Romanesque art and architecture can be found in the countryside of Huesca, that, added to the nearness to France, makes it a very special place, which Huesca citizens, in general, and those of upper Aragon, in particular, know how to promote it properly offering tradition and modernity simultaneously, both with its handcrafts, cuisine and the restoration of its civil and religious buildings.
The reason why no specific itineraries have been marked out, as the Provincial Councils of Zaragoza and Teruel have done, may be due to the fact that the whole area is total attraction -the foothills, or the valleys of Ansó and Hecho are as interesting as the Pyrenees, in deed.
Huesca is perhaps the most privileged point of interest in Aragon, where the population and politicians have properly managed. One could say that Zaragoza and Teruel have austere and extreme beauty, while the beauty of the landscape in Huesca bursts forth and everywhere.
Teruel is completely different in its appearance, though beautiful in its austerity. The Provincial Council of Teruel has sketched out several itineraries, with very different thematic like Motor, Medieval fairs, Drumming Holy Week, Dinosaurs, Chapels and Romanesque abbeys … for every season.
Although, as mentioned above, the three provinces have very different personalities, if we had to talk in general terms about what it is to feel Aragonese, we must think of Aragon as a single entity with a single personality, as the autonomous region of Aragon. The idea is not to think of Aragon as an autonomous region in the legal sense, but as a physical being, as, when all is said and done, any social collective consists of a number of human beings with social and psychological similarities and differences which provide information on the human factor.
c. Generic promotion
In this respect, the Aragonese authorities, conscious of the importance of the sector, are engaged, in a large part of their activity, in encouraging the generic promotion of tourism, not only in economic terms by providing tourism operators with money, but also legislating and analysing the sector from any possible point of view.
Aid and subsidies for tourism in Aragon
The Department of Industry, Commerce and Tourism has designed a series of activities in the form of investment aimed at boosting and helping socio-economic development of tourism in two modes:
Outright grants:
ORDER of 1 st April 2008, which convenes grants for private companies to create infrastructures for tourism.
Subsidising credit:
ORDER of 24 th April 2008, which convenes aid for subsidising credits for companies and non-profit making associations to invest in the tourist sector, which has placed value on, and contributed to the appearance of hotels and accommodation of different types.
Among the methods of promotion that the government of Aragon is using to encourage tourism in Aragon there is an important series of publications, the following to be noted:
Tourism and managing the territory
This studies the development of tourism activities from several points of view, experience and criticism is made available to the public at large on the council's web site. The generic promotion of tourism in Aragon working with other institutions, organizations and public and private companies in national and international markets, both individually and in collaboration with other autonomic regions as well as the Spanish Government's General Administration Department drawing up yearly plans to promote tourism amenities in Aragon and expanding and disseminating them among the private sector and other regional public institutions and organisations with competences in promoting tourism.
Designing and coordinating the Quality Tourism Plan:
Once the Quality Tourism Plan has been elaborated, is crucial:
1. The coordination with provincial councils, regions and municipality tourism councils for activities in promoting tourism outside Aragon by means of the corresponding coordination commission. 2. The Relationship with Turespaña on the issue of external promotion of inter-regional tourism brands, mainly in a way that could affect the "Spanish Pyrenees" and "The Santiago Way". 3. Publishing and diffusing books or promotional booklets or advertising material. 4. Collecting statistics of tourism, analysing them as well as broadcasting the tourism information generated by the regional tourism sector. 5. The study of the traditional tourism markets, the newly emerging markets and those with a high potential for tourism amenities in Aragon. 6. Identifying new products and opportunities and transmitting the information to the implied companies in the region.
Any other tasks attributed to it by law
Resources, tourists, promotion and brand
Aragon has a wide variety of natural, heritage and cultural resources of great interest to tourists, which means a very valuable and competitive position for tourism. On the other hand, Aragon spreads over a large territory, which makes difficult to establish a unified brand image for the region when offering it as a tourism destination abroad.
Aragon is the tenth autonomic region in receiving foreign visitors in the national rank, as shown in table 1. Taking the region's resources into account, we believe that this position is still far from the one that Aragon ought to be occupying. Are promotion policies really as effective as they ought to be? Some of the respondents expressed the difficulty for identifying Aragon abroad, a prime issue for achieving the goal of effective promotion. Though tourism companies, associations and governments attend international fairs, the brand is not visible abroad as a unified one. Different brochures, advertising, displays etc. show the regions, the provinces giving a diversified image which is difficult for tour operators, agencies and foreign tourists to be identified. As a result, the problem is that no one sees Aragon as a whole or unit. Moreover, the tourism technicians who were interviewed from different European countries (Holland, Turkey, Germany, Finland, etc.) said that they did not know "Aragon" as a tourist destination. Obviously, there is a pushing necessity to sell "Aragon" as a brand in other countries, but the appropriate advertising has yet to be made. Something similar is happening with the percentage of guest-nights spent in Aragon by foreigners. Aragon is still in tenth position, which reinforces the data given above and shown in the following table. During the interviews carried out with tourism technicians in Aragon, the handicap with one unified brand always came up, and it was considered an issue of vital importance by everyone. If we look at the arrival of foreign tourists according to autonomic regions, it can be seen that the Balearic Islands, Canary Islands, Andalusia and Catalonia, among others, had 83.75% of the total guest-nights from foreign tourists in 2008, which is really a high percentage. However, in any autonomic regions, negative year-to-year variations were recorded, except Aragon, Canary Islands and Extremadura, which is highly significant.These overall data and the data from the Statistics Institute of Aragon throw up a series of figures that show that the Aragonese "Pyrenees" brand is the one that is starting to be recognised and identified in tourism markets in Spain and abroad. 94, 235), Germany (70, 414), Italy (61, 024) and the UK (48,804), followed by the other countries whose numbers are insignificant. This data proves that Aragon needs to increase its promotion as a unified brand in the rest of Europe and the world.
Guest-nights Travellers
c.1. Attendance to fairs
The government of Aragon and private initiatives are making great efforts to carry the image of Aragon as a tourist destination to the whole of Spain and Europe. For this reason, the Aragon Pavilion attends to 30 tourism fairs in Spain: some of them are general, and others specialised. The specialised tourism fairs are those for skiing, spas, camping, mountains, hot-water treatments, active sports, adventure, nature and rural tourism.
In Europe, the Government of Aragon is participating in 8 fairs in France, our neighbouring country across the Pyrenees. Other countries in Europe are represented as follows: Germany, 10; Belgium, 3; the Netherlands, 4; United Kingdom, 4; Portugal, 2; Denmark: 2; Italy, 2; Finland, 1; Sweden, 1; Norway, 1; Luxemburg, 1; Russia, 1; Hungary, 1; Slovakia, 1 and Czech Republic, 1.
The display of means and human resources is quite remarkable. One should expect that the results would be equally remarkable, but unfortunately, the data are not as positive as foreseen.
Sustainability in tourism in Aragón (Spain)
Despite the fact that tourism has been, and still is, one of the main production sectors in Spain and Aragon, that has generated a great deal of wealth, neither politicians nor institutions are giving the importance that it deserves mainly in a context of global crisis that is still going on.
Sustainability has been applied to different industries in economy but it is just lately starting to be considered in tourism sector.
Our analysis suggests that, at times, tourism is being seen and experienced as a risk, in the sense that it is incompatible with maintaining natural resources in the long term, or even other types of cultural, ethnographic, life-style, etc.
Therefore, our study focuses on the fact that tourism is compatible with sustainability (Elkington, 1994) , as it would be:
• Providing optimum use of environmental resources that are a basic element of development of tourism, maintaining essential ecological processes and helping to preserve natural resources and biological diversity.
• Respecting the socio-cultural authenticity of the host communities, preserving their cultural, architectural and life assets and traditional values, and contribute to understanding intercultural tolerance.
• Ensuring long-term, viable economic activities, providing all agents with widely distributed socio-economic benefits, opportunities for stable employment, and obtaining an income and social services for the host communities, and to reduce poverty (Sanagustín et al, 2011) .
Resources & human factor
Aragon has all the natural resources, hotel infrastructure and financial investment required to make of tourism a profitable activity. However, it can be observed that the results are quite far from the ones expected, what could suggest that not everything is being done properly. Perhaps some of the factors or these combinations should be reviewed. Empirical studies point that human factor ought to be put under review (Sanagustín, et al, 2008) . Aragon is wealthy in culture, landscape, cuisine and sports, highly appreciated by tourists, who look at it through the eyes of "others"; nevertheless, sometimes Aragonese population does not appreciate the richness of the territory. It is a truth, though philosophical, that one couldn't love another if one does not love oneself, or more specifically: you cannot offer something with love if you do not love it by yourself.
Learning to love what you possess and offer it with the purest hospitality, apart from being a very satisfying and gratifying personal experience, may become a very wealthy experience, and not only financially speaking.
Tourism Image and brand
The diversity of natural, heritage and cultural patrimony is a valuable competitive advantage, due to the fact that Aragon is a very broad region; however, this advantage makes difficult to establish a unified image as a tourist destination, and is a hindrance in the process of seeking a single reason why "Aragon" should be a very easily identified tourist destination to be chosen by foreigners. Most data analysed in this chapter show that it is necessary to improve general promotion in Europe and throughout the world, using only one single, unified and easily recognised brand image.
The Aragonese Pyrenees are starting to be recognised and identified as a destination by tourist markets in Spain and abroad. Thus, in December 2008, there were 45.6% more foreigners in the area of the Aragonese Pyrenees than in December 2007. This inter-annual variation, far from being significant (as the numbers coming in both 2007 and 2008 were very low) shows that the numbers of foreigners are increasing. We wonder if the Aragonese Pyrenees as a brand image for tourism would be capable of attracting people who do not want skiing or climbing mountains, looking for other types of tourism. Data from various sources show that rural and cultural tourism is increasing in this Spanish region.
Rural tourism
Rural Tourism is one of the main types of tourism developed in this region due to its direct link to historical evolution, its orographic situation and the peaceful quietness of Aragon. The search of authentic destinations, that have been witness of old civilizations, lead directly to this offer. There is a direct relationship between tourists and the host community (Boissevain, 2005) . Tourism generates economic activity and new jobs; it also increases confidence and value in the host community reinforcing its specific identity. Mass tourism can destroy the essence of host communities, making them commercialised and standardised in a global planet. In Aragon, rural tourism is a complement to traditional countryside and mountain activity, without losing the essence and authenticity of the area.
Authenticity must be an engine for sustainable development, which will remain constant, or even increase, in times of crisis, while mass tourism falls down.
Conclusion
Sustainable tourism in Aragon (Spain) is a real possibility that provides beneficial economic resources for any stakeholder: social, environmental or financial ones, that according to Mowford & Munt (2009) is the new notion for sustainability, that, at its most basis encapsulates the growing concern for the environment and natural resources, though has also had increasing resonance in social and economic issues". Close to this statement are the words of McCool & Moisey (2002) , which in his introduction say: "sustainable tourism is a kinder, gentler form of tourism that is generally small in scale, sensitive to cultural and environment impact and respects the involvement of local people in policy decisions".
In our opinion and for our case, politicians as well as entrepreneurs or tourism agency owners, hotel/houses hosts could profit from this type of countryside tourism that would contribute to increase even the Aragonese population's life quality and style. Moreover, this global financial crisis could be collaborating with the increasing number of tourists visiting Aragon, as rural tourism is less expensive than the conventional one. In this sense, it could be said that sustainable tourism could turn vice into virtue: the crisis which is mostly negative has turned positive as far as rural tourism is related. From different perspectives, it is also easier to maintain a small rural house than an international hotel.
Most of the visitors are regional and national citizens, who stay in Aragon on holidays and short periods that want a wide range choice: any type of routes and itineraries all over the region that could satisfy any tourist wish or demand. However, during last years the number of foreigner visitors (mostly Europeans) has increased, specially in the Pyrenees, mainly active tourism (sport, mountains, landscape and gastronomy), that are becoming real interest point. According to the INE data, about 25% of the tourists visiting Aragon were concentrated in Pyrenees that are becoming a tourism brand recognised by most tourists visiting Aragon, even if they do not stay there.
Social changes are happening as quickly as tourist demands are been transformed. If some years ago, the classical formula of "beach-and-sun" was enough to gratify and satisfy the tourists, nowadays they demand some other conditions much closer to natural and ecological environments where biological diversity is as important as preserving nature.. Postmodernism society is characterised by the tendency to live in larger cities, with a lot of stress and competitiveness. A new tendency is emerging nowadays, people are looking for nature to have a rest and pay more attention to their health and wellness and they are also willing to have an deep communication face to face with others, it is called the integral style of living (Wilber, 2001.) As far as the results of this survey are concerned, this goal would need some characteristics to be changed to adapt the tourism offer to the present and future demand. Tourism trends are projecting a new tourism style. Values like authenticity, biological diversity, natural landscapes are highly appreciated. Hospitality and personal attention are also positively evaluated as well as a good or standard level of regional gastronomy. Traditional habits,
